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Penelitian ini adalah penelitian survei asosiatif dan eksplanatori yang
membahas masalah kurangnya edukasi pengiklan tentang programmatic
advertising sedangkan tingkat adopsi sangatlah tinggi. Secara komprehensif,
tujuan penelitian ini adalah untuk menguji pengaruh emosi, persepsi, cdan
concern terhadap attitude dan click through intention.
Yang menjadi sampel penelitian adalah 110 orang sebagai pengguna
internet yang memiliki tingkat penetrasi melakukan aktifitas internet yang tinggi
dan aware dengan adanya iklan personalisasi. Data diperoleh melalui kuesioner,
dari responden yang terpilih dengan metode random sampling. Teknik analisis
yang digunakan dalam penelitian ini adalah Structural Equation Model (SEM)
dengan menggunakan program SmartPLS 3.0.
Hasil analisis menemukan bahwa secara bersama-sama surprise,
personalization perception, intrusive concern, dan attitude toward advertising
berpengaruh terhadap click through intention, dengan nilai determinan sebesar R2
= 0,554 atau terdapat pengaruh yang signifikan antara surprise, personalization
perception, intrusive concern, dan attitude terhadap click through intention dengan
memberikan kontribusi sebesar 55,4%. Besarnya pengaruh click through intention
ini dibentuk paling besar oleh variabel attitude toward advertising dengan nilai
0,745.
Penelitian ini menemukan bahwa click through intention terjadi akibat dari
attitude toward advertising yang dibangun dengan mengurangi faktor intrusive
concern pada konsumen. click through intention juga dapat terwujud didorong
oleh unsur surprise di dalam iklan yang memengaruhi attitude toward
advertising konsumen. Membangun persepsi tentang iklan personal berada di
urutan kedua setelah membangun iklan yang tidak menggaggu untuk
memengaruhi attitude konsumen yang dibangun dengan unsur iklan yang tidak
terduga.
Kata kunci: attitude toward advertising, click through intention,
programmatic advertising, personalised advertising, personalization
perception
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This research is an associative and explanatory survey research that
addresses the problem of the lack of advertisers' education about
programmatic advertising while the adoption rate is very high.
Comprehensively, the purpose of this study is to examine the influence of
emotions, perceptions, and concerns about attitude and click through
intention.
The sample of this research is 110 people as internet users who have
a high level of penetration who do internet activity and are aware of the
presence of personalized advertisements. Data obtained through a
questionnaire, from respondents who were selected by the random sampling
method. The analysis technique used in this research is the Structural
Equation Model (SEM) using the SmartPLS 3.0 program.
The results of the analysis found that together surprise,
personalization perception, intrusive concern, and attitude toward
advertising have an effect on click through intention, with a determinant
value of R2 = 0.554 or there is a significant effect between surprise,
personalization perception, intrusive concern, and attitude towards click
through intention by contributing 55.4%. The magnitude of the influence of
click through intention is formed the greatest by the attitude toward
advertising variable with a value of 0.745.
This study found that click through intention occurs as a result of
attitude toward advertising, which is built by reducing intrusive concern
factors for consumers. Click-through intention can also be realized driven
by the element of surprise in the advertisement which affects the attitude
toward consumer advertising. Building perceptions about personal
advertising is in second place after building non-destructive ads to influence
consumer attitudes which are built with unexpected advertising elements.
.
Key Word: attitude toward advertising, click through intention,
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